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ABSTRACT 
 
This research aims to study Tourist Consumer Behavior, Tourism Market Segmentation, and 
Tourism Product Positioning in Chainat Province, Thailand. Quantitative analysis is employed in 
this study. Four hundred Thai tourists who have traveled to Chainat province at least once are the 
respondents who filled out the questionnaires. Multiple regression analysis has been used in this 
study. The majority of the Thai tourists are single females between the ages of 25 and 34, 
employees in the private sector with monthly incomes lower than Baht 10,000 (about USD 300), 
and are residents in the central region of Thailand. The results show that attitude toward 
destination, behavioral intention, and destination equity has strong influences on tourist consumer 
behavior. 
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INTRODUCTION 
 
ourism is a major source of income for Thailand and overland travel is the most important 
transportation method for tourists. Although petroleum prices have increased tremendously, total 
revenue from foreign tourists has increased from THB367,380 million (USD10,000 million) in 2005 
to THB482,319 million (USD14,000 million) in 2006. In contrast, revenue from domestic tourists declined slightly, 
from THB334,716 million (USD9,900 million) in 2005 to THB322,533 million (USD9,500 Million) in 2006 
(www.tat.or.th). 
 
Chainat is one of 76 provinces in Thailand and is located in the central region, 194 kilometers (120 miles) 
from Bangkok. This province has a long and interesting history, highlighted by a number of temples built in the 
Ayudhaya era. The area has three main rivers which support abundant agricultural products. The total revenue the 
province received from domestic tourists increased from THB182 million (USD5.4 million) in 2005 to THB195 
million (USD5.7 million) in 2006. Revenue from foreign tourists is only a small proportion of the total when 
compared to domestic tourists - only THB1 million in 2005, a figure which decreased to THB.88 million in 2006. 
As indicated above, this work aims to study, through quantitative analysis techniques, tourist consumer behavior, 
behavioral intention, attitudes toward destination, needs/interest toward destination, destination equity, and 
perception of marketing communication in Chainat province. Tourism marketing segmentation is also included in 
this study. Furthermore, qualitative analysis has been employed by using focus-group techniques to study tourism 
product positioning and by comparing Chainat with 4 neighboring provinces. 
 
Research Interests 
 
The purpose of this research is to study the impact of independent variables (attitude toward destination, 
needs/interest toward destination, perception of marketing communication, destination equity, and behavioral 
intention) on the dependent variable (tourist consumer behavior). 
T 
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The following question is addressed in this research: 
 
1. Are there any positive relationships between the independent variables (attitude toward destination, 
needs/interest toward destination, perception of marketing communication, destination equity, and 
behavioral intention) and the dependent variable (tourist consumer behavior)? 
 
This study identifies tourism marketing segmentation through quantitative analysis. However, tourism 
product positioning is found by using qualitative analysis techniques. 
 
LITERATURE REVIEW 
 
Theory of Planned Behavior 
 
Ajzen and Fishbein (1991) formulated the theory of reasoned action (TRA) in 1980. This theory states that 
a person’s behavior is determined by his/her intention to perform the behavior. This intention is a function of his/her 
attitude toward the behavior and his/her subjective norm. The best predictor of behavior is intention. Intention is the 
cognitive representation of a person’s readiness to perform a given behavior and it is considered to be the immediate 
antecedent of behavior. This intention is determined by three factors: 1) one’s attitude toward the specific behavior, 
2) one’s subjective norms, and 3) one’s perceived behavioral control. As a general rule, the more favorable the 
attitude and the subjective norm, and the greater the perceived control, the stronger should be the person’s intention 
to perform the behavior. The conceptual model is shown in Figure 1. 
 
Figure 1:  The Theory of Planned Behavior by Ajzen, I. (1991) 
 
According to Ajzen’s model, it implies that attitude, perception, needs/interest, and behavior intention have 
influenced tourist consumer behavior. 
 
Attitude toward Destination 
 
Traditional models conceive of attitude as having three components - cognitive, affective, and behavioral 
(Schiffman and Kanuk, 2007). The cognitive dimension involves thoughts or ideas people have about the attitude 
object, usually referring to beliefs. The affective dimension contains feelings or emotions people experience in 
regard to the attitude object. The last component - the behavioral dimension of attitude - consists of people’s actions 
with regard to the object (Runyon & Stewart, 1987). Ajzen and Fishbein (1991) concluded that attitude has influence 
on intention and behavior. In addition, Baldinger and Rubinson (1996) stated that attitude has affected brand affect 
and brand loyalty. Attitude toward destination, in this study, includes four dimensions: 1) attitude toward each 
attraction, 2) attitude toward sustainable tourism, 3) attitude toward history/community/lifestyle, and 4) overall 
attitude toward destination in Chainat province. 
 
Needs/Interest toward Destination 
 
Kotler (1999) states that the buyer decision process is composed of five stages: 1) need recognition, 2) 
information search (personal sources, commercial sources, and public sources), 3) evaluation of alternatives (brand 
image of self), 4) purchase decision (attitude of other, unexpected situations), and 5) post-purchase behavior 
(cognitive dissonance). Each stage of each tourist typology will be different (Krippendorf, 1987). For example, 
Attitudes toward Behavior 
Subjective Norms 
Perceived Behavioral 
Control 
Behavioral Intention Behavior 
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backpackers may need a different level of recognition and different method of information search compared to mass 
tourists. 
 
Consumers adjust purchasing behavior based on their individual needs and interpersonal factors. In order to 
understand these influences, researchers try to ascertain what happens inside consumers’ minds and to identify 
physical and social exterior influences on purchase decisions. It is necessary to understand what compels the 
consumer to actually make a purchase, as opposed to just generating interest. For example, some consumers respond 
based on how they are feeling - or more emotionally - while others are focused on making the wisest economic 
decision (Hawkins et al. 2003). 
 
Perception of Marketing Communication 
 
“Among the several factors that impact destination image, the influential role of information provided by 
the visual media, such as movies, has been empirically supported not only on destination-image formation, but also 
on subsequent consumer behavior (Tooke and Baker 1996; Hanefors and Mossberg 2002; Morgan, Prichard, and 
Piggott 2003; Riley, Baker, and Doren 1998). Positive reflections in the visual media might help reduce the 
perceived cultural and social differences and distances, stereotypes, and biases in image. Prejudices and stereotypes 
are more likely to exist in lack of familiarity, dictating perceptions about - and the level of social distance felt toward 
- “others” (Bochner, 1982). In lack of familiarity, prejudices and stereotypes can be instrumental in increasing social 
distance, distorting destination-image and reducing the likelihood of subsequent tourist behavior such as visitation, 
satisfaction, and recommendation. Generally, two categories of information are commonly identified - the 
promotional materials from the destination and various types of independent media (Gartner, 1993; Gunn, 1972). 
Information from both of these sources can have verbal, visual, audio - or combination of - messages. Using various 
promotional tools, including visuals, destination marketers try to project desirable images to attract tourists. Tourist 
places gain symbolic meanings produced by place producers (destination promoters) and by place consumers 
(visitors). Hence, this study included both of these meanings,” (Tasci, 2008). 
 
Destination Equity 
 
Several studies attempted to link customer-based brand equity constructs with the Hierarchy of Effects 
(HOE) model, an advertising effectiveness tool introduced by Robert Lavidge (1961) and used as a tool to evaluate 
advertising effectiveness. The model consists of three components: cognitive, affective, and conative (behavioral). It 
assumes that potential buyers are new users who move from awareness to knowledge to linking to preference to 
intention to buy to actual purchase over time. In addition, several empirical studies in the literature supported the 
positive relationship between customer-based brand equity constructs and brand preference and purchase intention 
(Cobb-Walgren et al., 1995; Agarwal & Rao, 1996; Vakratsas & Ambler, 1999; Mackay, 2001b; Myers, 2003). 
These relationships are shown in Figure 2. 
 
Figure 2:  Customer-Based Brand Equity with the Hierarchy of Effects (HOE) Model 
 
Agawal & Rao (1996) developed a model that links brand equity to the Hierarchy of Effects model. They 
focused on single composite measures of brand equity, assessing the impact of individual measures on market share 
(Mackay, 2001b). Mackay (2001b) employed Agawal & Rao’s model (1996) on the service industry. 
 
Behavioral Intention 
 
Behavioral intentions include desirable behaviors that visitors anticipate they will exhibit in the future. 
Zeithaml et al. (1996) developed a 13-item battery to measure a wider range of behavioral intentions. The battery 
included items such as likelihood of paying a price premium and remaining loyal to a company even when its prices 
go up, intent to do more business with the firm in the future, and complaint intentions when service problems occur. 
All 13 items can be grouped into five dimensions: 1) loyalty to company, 2) propensity to switch, 3) willingness to 
pay more, 4) external response to a problem, and 5) internal response to a problem. Among these five dimensions, 
Customer-Based Brand Equity Brand Preference Intention to Purchase 
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loyalty and willingness to pay more receive the highest factor scores. Loyalty is defined as a biased behavior 
expressed over time by a visitor with respect to one or more alternatives and is a function of psychological processes 
(Jacoby and Kyner, 1973). It has been argued to be a two-dimensional construct measured by both behavior and 
attitude (Baker and Crompton, 2000). This study adopted Zeithaml et al. (1996) methods to measure behavioral 
intentions and specified only on loyalty dimension. 
 
Tourist Consumer Behavior 
 
McColl et al. (1994, p. 116) define consumer behavior as ‘the actions a person takes towards purchasing 
and using products and services, including the decision-making process that precedes and determines the actions’. 
From this statement, it is possible to say that actions carried out by tourists are very important for development of 
the tourism industry. Poon (1994) concludes that tourists are the products of changing population demographics and 
are more experienced, flexible, and independent-minded. Tourists have changed values and lifestyles which affect 
tourist demand. Asian people are now looking for value-added holidays and prefer an urban experience, while 
American tourists look for cultural and educational values (Swarbrooke and Horner, 1999). Kotler (1999) states that 
globalization has changed tourist consumer behavior as it has the capacity to create impacts on 1) cultural criteria 
(culture, subculture, social class), 2) social criteria (reference groups, family, roles, and status), 3) personal criteria 
(age and life cycle stage, occupation, economic circumstances, lifestyle, personality and self-concept), and 4) 
psychological criteria (motivation, perception, learning, beliefs, and attitudes). Ajzen and Fishbein (1991) stated that 
a person’s behavior is determined by his/her intention to perform the behavior. This intention is a function of his/her 
attitude toward the behavior and his/her subjective norm. The best predictor of behavior is intention. Intention is the 
cognitive representation of a of a person’s readiness to perform a given behavior and it is considered to be the 
immediate antecedent of behavior. According to the above statement, attitudes toward tourism, behavioral intention, 
perception on marketing communication, and destination equity are the important factors driving tourist consumer 
behavior.  The conceptual framework based on Kotler (1999) and Ajzen (1991) is shown in Figure 3. 
 
Figure 3:  Conceptual Framework Based on Kotler (1999) and Ajzen, I. (1991) 
 
Hypotheses 
 
This section provides the set of hypotheses for testing the determination of tourist consumer behavior: 
 
H1: There is a positive relationship between attitude toward destination and tourist consumer behavior. 
H2: There is a positive relationship between needs/interest toward destination and tourist consumer behavior. 
H3: There is a positive relationship between destination equity and tourist consumer behavior. 
H4: There is a positive relationship between perception of marketing communication and tourist consumer 
behavior. 
H5: There is a positive relationship between behavioral intention and tourist consumer behavior. 
 
 
Attitude toward Destination 
 
Needs/Interest toward Destination 
 
Destination Equity 
 
Perception of Marketing Communication 
Tourist Consumer Behavior 
 
Behavioral Intention 
 
H1 
H2 
H3 
H4 
H5 
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RESEARCH METHODOLOGY 
 
This study employs qualitative and quantitative analyses. Concerning quantitative analysis, the total 
population is domestic tourists who traveled to Chainat province at least one time. This study does not include 
international tourists because the number of international tourists is less than one percent of total tourists (984 of 
242,131, www.tat.or.th). The total sample size is 400 domestic tourists. The sampling method is purposive in five 
attractions in Chainat province, including the bird park, Chao Phraya dam, the harbor, Wat Pak Klong tamarind, and 
Thammamun Worawihan temple. Quota sampling was employed for each attraction; therefore, 80 tourists were 
interviewed at each site. Convenience sampling was applied in selecting the sample size of each attraction. 
 
Concerning qualitative analysis, 30 stakeholders were selected from entrepreneurs, government officers, 
community leaders, and tourists. The focus-group technique was employed in this study. The unstructured interview 
was also applied in this analysis. 
 
Measures 
 
All measurement items of each construct and its Cronbach alpha level are summarized in Table 1. All 
measures achieved Cronbach alpha level beyond the recommend level of 0.60 passing the minimum requirement. 
 
Table 1:  Reliability of Measures Used in the Current Study 
Scales Items Cronbach’s Alpha 
Attitude toward Destination, 4 Dimensions with 43-Item Scale on a Five-Point Rating Scale  
- attitude toward each destination .932 
- attitude toward sustainable tourism .733 
- attitude toward history/community/lifestyle .897 
- overall attitude toward destination in Chainat province .895 
Needs/Interest toward Destination, 13-Item Scale on a Five-Point Rating Scale .935 
Perception of Marketing Communication, 5-Item Scale with Five-Point Rating Scale .806 
Destination Equity, 3 Dimensions with 18-Item Scale on a Five-Point Likert Rating Scale  
- awareness .880 
- value for money .936 
- overall quality of attractions .922 
Behavioral Intention, 4-Item Scale on a Five-Point Sementic Differential Scale .907 
Tourist Consumer Behavior, 6-Item Scale on a Five-Point Rating Scale .886 
 
FINDINGS/DISCUSSIONS 
 
Respondent Profile 
 
Four hundred domestic tourists were interviewed for quantitative analysis. The result of all respondents 
showed that the majority of tourists were female (61.2%) and 47% were between 25 and 34 years old. They were 
single (52.3%) and had bachelor degrees (61.2%). A number of them were employed in private companies (37.5%) 
and 31.5% earned monthly income that was lower than THB10,000 (about USD300). Many came from the central 
region (35.8%), followed by Bangkok (32.3%), and the western region (12.5%). All details are included in Table 2: 
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Table 2:  Respondent Profile of Tourists 
Demographic Profile Frequency Percent 
Gender   
Male 155 38.8 
Female 245 61.2 
Total 400 100.0 
Age   
Under 15 years 6 1.5 
15-24 years 70 17.5 
25-34 years 188 47.0 
35-44 years 55 13.8 
45-54 years 61 15.2 
55-64 years 15 3.8 
65 years and over 5 1.2 
Total 400 100.0 
Marital Status   
Single 209 52.3 
Married/Living Together 177 44.2 
Divorced/Separated/Widowed 14 3.5 
Total 400 100.0 
Education Level   
Lower than Bachelor Degree 119 29.8 
Bachelor Degree 245 61.2 
Higher than Bachelor Degree 36 9.0 
Total 400 100.0 
Occupation   
Employed in a private company 150 37.5 
Government/ State enterprise 126 31.5 
Entrepreneurs 22 5.5 
Students 51 12.8 
Retired/unemployed 9 2.3 
Housewives 9 2.3 
Professionals 7 1.8 
Administrative/Management 2 0.5 
Farmers 8 2.0 
Laborers 13 3.3 
Other, Please specify (such as two occupations) 3 0.8 
Total 400 100.0 
Monthly Income   
Lower than USD300 126 31.5 
USD300-450 106 26.5 
USD450-600. 74 18.5 
USD600-750 28 7.0 
USD750 and over 66 16.5 
Total 400 100.0 
Residence   
Bangkok 130 32.4 
Central region, such as Chainat  (60 persons) 143 35.8 
Northern region, such as Nakhon Sawan (14 persons) 38 9.5 
Southern region, such as Nakhon Srithammarat (4 persons) 10 2.5 
Northeastern region, such as Nakhon Ratchasrima (5 person) 20 5.0 
Eastern region, such as Nakhonnayok (4 persons) 9 2.3 
Western region, such as Ratchaburi (47 persons) 50 12.5 
Total 400 100.0 
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RESULTS 
 
Multiple regression analysis is employed for the quantitative analysis. The result indicates that attitudes 
toward destination, destination equity, and behavioral intention have a strong impact on tourist consumer behavior, 
which supports H1, H2, and H3.  The equation is: 
 
Tourist consumer behavior = .277** behavioral intention + .149** attitude toward destination + .113** destination 
equity 
 
Adjusted R2 = .319 ** indicates statistical significance at .01 level. 
 
Furthermore, this study employs two-step cluster analysis by using rational motivation, emotional 
motivation, and destination equity of all three dimension factors to determine the targeted group and the subordinate 
group for travel to Chainat province. The result divides tourists into three groups. The first group is called Chainat 
lovers (130 tourists) due to the highest mean score compared to other groups. The second group is called Chainat 
pending (210 tourists) and it received the lowest mean score. The last group is called Chainat fond (60 tourists) of 
which the mean score is on a moderate level compared to the other groups. The results are indicated in Table 3: 
 
Table 3:  Targeted Market Using Two-Step Cluster Analysis 
Dependent Variables 
First Group Second Group Third Group Total 
(n = 130) (n = 210) (n = 60) (n = 400) 
Mean S.D. Mean S.D. Mean S.D. Mean S.D. 
Rational Motivation 3.77 .781 3.36 .741 3.60 .918 3.53 .803 
Emotional Motivation 3.56 .740 3.18 .675 3.55 .778 3.36 .736 
Destination Equity: awareness 3.50 .691 2.89 .689 3.25 .797 3.14 .757 
Destination Equity: value for money 3.25 .615 2.89 .586 3.19 .734 3.05 .641 
Destination Equity: overall quality of attractions 3.44 .720 3.05 .703 3.45 .777 3.24 .746 
 
Additionally, one-way analysis of variance is employed to compare the difference between the three 
groups. The results are shown in Table 4. 
 
Table 4:  Results of ANOVA Comparing the Three Groups on Five Factors 
Dependent Variables Levene Test Sig. 
Sum of 
Squares df 
Mean 
Square F p 
Rational 
Motivation 
Between groups 2.847 .059 13.959 2 6.979 11.398** .000 
Within groups   243.107 397 .612   
Total   257.066 399    
  Levene Test Sig. df1 df2 Brown-Forsythe p 
Emotional 
Motivation  4.612* .010 2 209.838 13.080** .000 
  Levene Test Sig 
Sum of 
Squares df 
Mean 
Square F p 
Destination 
equity: awareness 
Between groups 2.063 .128 30.242 2 15.121 30.255** .000 
Within groups   198.414 397 .500   
Total   228.655 399    
Destination 
equity: value for 
groups money 
Between groups 2.762 .064 11.445 2 5.722 14.919** .000 
Within groups   152.274 397 .384   
Total   163.719 399    
Destination 
equity: overall 
quality of 
attractions 
Between groups 2.161 .117 15.920 2 7.960 15.351** .000 
Within groups   205.865 397 .519   
Total   221.785 399    
** Statistical significance of 0.01 levels 
 
Based on Table 4, the results indicate that different groups of tourists affect motivation and equity at 
statistical significance of 0.01 levels. Table 5 shows the LSD test comparing the three different groups of tourists. 
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Table 5:  Results of LSD Test-Multiple Comparisons of the Three Groups on Five Factors 
Dependent Variables 
Mean 
Differences 
On First 
Group 
Mean 
Differences 
On Second 
Group 
Mean 
Differences 
On Third 
Group 
Rational Motivation 
(LSD) 
First group Mean = 3.77 - 0.41** 0.17 
Second group Mean = 3.36 - - -0.24** 
Third group Mean = 3.60 - - - 
Emotional Motivation 
(Dunnett T3) 
First group Mean = 3.56 - 0.38** -0.01 
Second group Mean = 3.18 - - -0.37** 
Third group Mean = 3.55 - - - 
Destination Equity: awareness 
(LSD) 
First group Mean = 3.50 - 0.61** 0.25* 
Second group Mean = 2.89 - - -0.36** 
Third group Mean = 3.25 - - - 
Destination Equity: value for 
money (LSD) 
First group Mean = 3.25 - 0.36** 0.06 
Second group Mean = 2.89 - - -0.30** 
Third group Mean = 3.19 - - - 
Destination Equity: overall quality 
of attractions (LSD) 
First group Mean = 3.44 - 0.39** -0.01 
Second group Mean = 3.05 - - -0.40** 
Third group Mean = 3.45 - - - 
* Statistical significance of 0.05 levels.  ** Statistical significance of 0.01 levels 
 
Based on Table 5, the results show that tourism market segmentation can be divided into two groups: 1) 
Chainat lover and 2) Chainat pending. The Chainat lover group includes the first and third groups because the mean 
score is quite high in both groups. Additionally, the mean differences of both groups are inconsequential at any 
statistical significance level, except on the awareness dimension. The result shows that the mean scores between the 
Chainat lover group and the Chainat pending group (first and second groups in the table) are different at a statistical 
significance of 0.01 levels for all variables. 
 
CONCLUSIONS 
 
It can be concluded that tourist consumer behavior is mainly driven by behavioral intention, attitude toward 
destination, and destination equity, in that order. Concerning the tourism categories, religious tourism and man-
made attractions are the strongest categories of Chainat province when compared to four neighboring provinces. In 
contrast, Chainat should put more emphasis on integrated marketing communication. The reason is that tourists, and 
even local residents, do not have enough information about the many beautiful attractions to be found in Chainat. 
Additionally, Chainat should renovate its famous attractions, such as the bird park and Thammamun Worawihan 
temple, to attract more tourists. 
 
LIMITATIONS AND FURTHER RESEARCH 
 
First, the ability to generalize the findings is limited since this study was conducted at one destination only. 
Second, based on the value of Adjusted R2 (32%) - the percentage of variance accounted for by tourist consumer 
behavior in Chainat province - future research can investigate the effects of factors such as value, brand personality, 
and so on (Gulid, etc., 2009). Third, according to the profile of domestic tourists, future studies should target foreign 
tourists. Finally, to gain more information on tourist consumer behavior, it is more appropriate to study the same 
sample and same variables over time. 
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